
nLightenedThoughts William Blinn Communications
Worthington, Ohio 43085

www.n-lighten.us • 614/859.9359

nLightened Thoughts (ISSN 1543-1533) is for clients and friends of William Blinn Communications, Worthington, Ohio. 
Phone 614.785.9359 (Columbus) and 718.577.1054 (NYC). On the Web at www.blinn.com. All rights reserved.

William Blinn Communications
Worthington, Ohio 43085

www.blinn.com  718.577.1054

Avoid Confusing Clients and Prospects

Tell me whaT you wanT me To do. Marketing guru Ray Jutkins drilled that 

into my head many times. It’s all too easy to forget, though.

I frequently see websites and advertisements 

that vaguely describe the product or service that’s 

being offered. And that’s it. This doesn’t work 

for reasons that would seem to be obvious: First, 

the creator of the site or the advertisement hasn’t 

explained why someone would want what’s being 

offered.

More important, though, there’s no clear call 

to action.

If people don’t understand why what you’re 

offering might be useful to them, they won’t ask. If 

people do understand why your product or service 

might be useful to them, but you don’t provide a 

clear explanation of what you want them to do, 

they still won’t act.

The Lesson
Tip O’Neill was a liberal, but he got along 

with people like Ronald Reagan. (Oh, what 

I’d give for that kind of harmony in Wash-

ington these days! But I digress.) Here’s 

my point:

O’Neill learned two lessons in his very first 

campaign. One of his high school teachers who 

lived across the street from him said “Tom, I’m 

going to vote for you tomorrow even though 

you didn’t ask me.” O’Neill, who had known the 

teacher for many years, said he didn’t think he 

needed to ask for her vote. “Tom,” she said, “People 

like to be asked.” Have you asked people to do 

business with you?

O’Neill’s father had some advice following 

the election: “All politics is local.” That was an 

important message because O’Neill had assumed 

neighbors would vote for him.

The lessons stuck and O’Neill served 50 years 

in public office, 16 in the Massachusetts House 

of Representations and 34 in the United States 

House of Representatives.

Are you asking people to “vote” for you by 

choosing your product or service? Are you forget-

ting to sell yourself to those in your neighborhood? 

Are you telling people what you want them to do?

Marketing messages must be specific. What do 

you have? Why does it matter to me? Why should 

I choose you? What do you want me to do?

So simple. So easy. So frequently forgotten.

When people know exactly what you’re 

offering, those who aren’t interested will self-

select themselves out.

Those who might be interested are unlikely 

to  self-select themselves in, though, unless you 

give them some guidance. And once sombody 

epxresses interest, it’s up to you to tell them what 

you want them to DO!

“What’s in it for me” is the key. People won’t 

act until they understand how you can help them. 

Your explanation needs to be complete, concise, 

and quick. If it takes more than 30 seconds for you 

to explain why your product or service will help 

the person you’re talking to, you’ve already lost 

them. The full sales message can be much longer, 

but setting the hook must be done quickly.

Build your marketing message with the client 

in mind. Talk to the client. Talk about the client. 

Explain how you can help. As the saying goes, “this 

isn’t rocket surgery.” Be crystal clear.

If you make it hard for a prospective client 

to figure out what benefit you offer, they’ll just 

walk away.

Be clear about what you have to offer and 

what the prospective client needs to do to reap 

the rewards. Help people make quick decisions 

by designing your marketing materials so that 

they can be understood.
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Your Target Market
Along that same line, it’s crucial that 

you find a way to differentiate between 

people who will just waste your time and 

people who are actually candidates to 

purchase the product or service you have 

to sell.

No product or service sells itself. It’s up to 

you to make it appealing to prospects. Successful 

marketers understand that they need to present 

the product or service so that prospective clients 

will understand why they need it. That requires 

you to know what customers look like.

You need a customer pofile. Without one, you’ll 

fail. But how can you create a customer profile?

Actually, it’s easy.

A customer profile exactly identifies those who 

will be interested in what you’re selling. Precisely. 

The more exact your customer profile, the more 

likely it is that you’ll be successful. “People” is not 

a profile. “People in New England” isn’t a profile. 

“Married women who live in New York City and 

who have children under 10” is a profile.

Who Will Buy What You Sell?
Develop a profile by thinking about your 

favorite clients. Consider what catego-

ries they’re in. What criteria define your 

perfect prospect? 

For example ...

• How old are they?

• Where do they live?

• Are they married or single

• How much do they earn every year?

• What do they own?

• Do they have children?

And so on. There’s no cookie-cutter definition, 

so this is something you’ll have to figure out on 

your own.

If all else fails, just trust your instincts to deter-

mine the demographics and psychographics of the 

clients that you would like to work with.

The Internet isn’t always the best way to find 

prospects. Using information you’ve established, 

you can use direct mail to communicate with the 

people you want to deal with. Direct mail is expen-

sive, but it’s highly targeted and it can be used to 

drive key prospects to your website.

Just remember Tip O’Neill’s lesson and ask 

people to “vote” for you. Ω

Watch Out for Malicious Messages

My wife posted a message to Facebook warning 

about a phony JetBlue promotion. A Face-

book page claiming to be JetBlue Airways was 

offering give free flights “for an entire year 

to 800 of our lucky fans.” Really?

The old joke goes something like this: “Did you hear they took ‘gullible’ out of the dictionary?” I 

do not understand how people can fall for phony offers such as this, but the page garnered more than 

45,000 likes before Facebook shut it down.

I’ve also seen offers for 30% or more off your entire order at big box stores. Click a link with an offer 

like that and what you get won’t be pleasant. Liking the phony JetBlue page, for example, generated 

messages from telling users’ friends to like the page.

A JetBlue spokesperson said that the promotion is not real and encouraged people to report suspect 

pages or promotions through Facebook’s reporting tools instead of sharing them.

The same day I received an e-mail message from a Yahoo account.

Should I click the link? Short answer: NO. Somewhat longer answer: HELL NO!

This is not a trivial problem. The latest edition of Webroot’s annual Threat Brief says that nearly 

all malware is now designed in a way that makes signature-based security virtually useless. Many 

attacks are staged, delivered, and terminated in just a few hours and sometimes within minutes. In 

other words, it might happen so fast that you won’t even see it. That’s not a very comforting thought.

The report says that malware and potentially unwanted applications (PUAs) have become over-

whelmingly polymorphic, which is why  signature-based detection no longer works.

Zero-day phishing sites are becoming so common that they are now the most common choice for 

stealing identities.

Technology companies such as Google, Apple, 

and Facebook are targeted by phishing attacks 

more frequently than financial institutions such 

as banks and PayPal. These tech companies are 

targeted because people often use the same login 

credentials to access many other websites.

The problem is bad and getting worse, so 

beware! Ω 


